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The biggest seiiing female band in history 
9 Grammy flwards, 30 million album sales to date 

•^r Produceri by Rick Ruhin 
^ includes the single 'Not Ready To Make Wice' 
iz May 15tli A listed at BBC Radio 2 

May j27th The Times feature with exclusive photos 
June Tst The Daily Teiegraph interview & feature 
with exclusive photos 
Band in the UK for album launch 

ikr June 12th Liue session from BBC Maida Haie 
for the Ken Bruce Show, BBC Radio 2 

^ June 15th Shepherd's Bush Empire, 
a return to 'the scene of the crime' 
June 16îh Later with Jools Hoiland performance, BBC 2 

★ June 17th Twickenham Stadium, with the Eagles 
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Party joins CBI in supporting copyright fight 

Lib Dems 

back terni 

campaign 

by Robert Ashton & Martin Talhot Music Week's Extend The Term! campaign has won significant new backing with the Libéral Democrats joining the CEI to support a copyright ex-tension on Sound recordings. 
lose it" policy last week in tandem with an extension of sound record- ing term from 50 to 95 years. It further adds political weight to the campaign; the Conservatives have already backed an extension to 70 years. The Lib Dems' Culture Media and Sport spokesman Don Poster told an adjournment debate in Parliament last Wednesday that his "use it or lose it" plan would help ensure that if recordings were given extended copyright life they wniild nnt simolv lav unused in dustv vaults. The debate was convened as the first of a sériés of parliamen- tary sessions at which the Gowers Review, which is considering extension of copyright in sound recordings as part of its brief, will be discussed. poster proposed a three-fold approach: that record companies pay a nominal fee for an extension; that rights holders be required to license the rights to anv interested party if they did not make com- 

that the r holds the work in "good archived condition in accor- dance with prevailing technologi- cal standards". "The extension of copyright in the US does not appear to have guaranteed the re-releasing of old recordings," he added. "The older material gets, the less likely it is to be re-released...we risk locking Britain's rich cultural music past 
It is understood that BPI exec- utive chairman Peter Jamieson has a meeting tabled with Poster for today (Monday), at which he is expected to raise the issue. A BPI spokesman said on Friday that   the Lib Dems'call for of tf highlight that more than a slogan. Dut an issue or greatcomplexity. The Gowers Review, which has now received more than 500 pièces of evidence from interested groups, including Music Week, PPL and EMI, has received a sub- raission from the CBI which voices concern at the disparity in term compared to other markets, including the US. In ils document, the CBI argues that "over time the dispari- ty will affect UK competitiveness", suggesting that the 18% to 20% of turnover which record labels invest in A&R would be reduced. 

Big namesjoîn 
Music & Brands 
Music Week's Music & Brands eventunveils 
ascheduleofcase 
studies, panels and présentations p3 

Digital drives 
rock resurgence 
Websites and digital 
download stores are helping 
rock bands such as Metallicatoconnect 
with fans plO 

Razorlight return 
with Berlin show 
Razorlight will kick off the first night of the BPI-organised British Music Week in Berlin tonight (Monday), headlining a showcase of Uniuersal Music artists in the city's 1,000-capacity Postbahnhof venue. The group, who are currently putting the finishing touches to their second album at London's British Grove Studios, will be 

joined by The Feeling, Boy Kill Boy and Kubb at the event, which will be attended by British Music Week delegates and média from across Europe, as well as being open to the public. Razorlight's new album received its first airing to UK média last week via a sériés of listening sessions at the London studio where the band continue to work with producer Chris Thomas. Music Week joined other tastemakers for the sessions which featured eight tracks from 

the as-yet-untitled album, which will be released by Mercury's Vertigo label on July 17. The band's manager Roger Morton says the album has met and exceeded ail expectations. "Pm delighted," he says. "But it's always sounded brilliant, right from the first démos; everybody is very confident in tltis album. British Music Week is a nice tie-in. because the band didn't make it to Germany on the last album so it's time to make a bit of a 

For the latest news 
as it happens, iog on to Tuning intothe 

radio sector 
Music Week's new quarterly 
Radio Report looks at the 
stories behind the latest Rajar audience 
figures inside 
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To read ail the 
news as it 
happens each 
day, log on to 
miisicweel<.com 

O 'No-one should liave anything to feat 
examination of copyright It might just ' esolve some 

of its inequities once and for ail - Editorial, pio 

Your guide to the latest news from the music industry   .c ... KXncir WooU în Rpfl 

Yorketorelease 
first solo album 

• Radiohead singer Thom Yorke s début solo album, a ï-track set called tlie Eraser, o 

ofhis first 
• Synchr sourcing company Ricall lias secured futidiug from Benchmark Capital, one of the investment fimis behind eBay aud Red Hat taking total fonds raised to more than $10m (£53m). Ricall is headline sponsor of MW's Music & Brands conférence. @ Univcrsal Music Opérations lias signed vétéran A&R man Marc Fox as head of A&R. Fox will work closely witli Universal Music opérations président David Joseph, reuniting the team that helped propel Natalie Imbniglia to sales of 7m in the late Nineties. © BMG Music Publishing International bas signed the songwriters behind many of Akon's hits Songwriter/pioducers Sliakim Williams and Tony Love, wlio worked onAkon'si liave signed a deal with tlie publisher for tlie woi-W excluding Norlli Americ; ® Vodafone and Japanese-based communications company Softbank are to form a partnersliip to develop 

MTV US launches 
download store 

| ® MTV US lias launched its own i download store, in conjunction with i Micresoît "Rie service, Urge, is I designed to compete as a rival to tlie i iTuws Music Store with MTV offering ! customers à la carte downloads for i 99 cents t79p) and a tv.o-tiered i subscription sente for S995 (£799) j and $14,95 (.£1199). • Universal more than doubied its | earnings in the first quarter of tbis i year/incomparisontotliesame ' period m 2005. Vivendi results show | that Sie music greupgenerated first i guarter earmrgs of S90iii (£474m), ; an iroease of $52m (£273m) fiom i januaryto Mardi lastyear. 

. .. jv (Tuesday) to celebrate the life and work of British soul star Lynden David Hall, who died in February aged 31 from cancer. Acts induding the london Community Rnsoel Choir ard Ms Dynamite will t Kensingtorfs Roof Gardens, ■ g to the African Caribbean Leukaemia Trust • Ex-Wailers bassist Aston Barrett bas lost bis £60m lawsuit with Universal and the estate of Bob Marley. Barrett daimed he was owed royalties from a 1974 contract with Island Records. However, in a ruling last week at London's High Court Justice Lewison ruled that Barrett surrendered his rights to any further royalties in a 1994 settlement worth several hundred thousand dollars. • Vétéran A&R man John Williams is launching a Universal label. p4 O CR2 Records h EMI label manager Chris Rodwell as label manager. Rodwell left bis position as label manager at EMI imprint Positiva to go travelling in 2003, and will now work alongside marketing manager Nick Liousias at CR2. O Phil Critchlow quits Unique fo launch his own company. p6 • The Indépendant hosted an online stream of Sandi Thom's gig last Thursday at L " ■ ■ ' y. Ute éditions of la 
review of the show with a link to the paperis website, where readers would beabletowatch the show online. • 02 and Polydor Records bave announced the winner of the 02 Undiscovered nationwide talent . search as singer-songwriter Emma Rohan. The 27-year-old was chosen by a panel induding promoter and venue 
publisher Ajax Scott and Polydor head of A&R Simon Gavin. © HMV announced the promotion of head of central opérations Neil Taylor to opérations director at its annual conférence in Aviemore in Scotland last week. Steve West had been ______ . promoted to HR director. p4-5 CADS Awatds 

announces host 
• Adam Buxton, half of comedy duo Adam And Joe, will host this year's revamped CADS Music Vision î. In a change to the fraditional QU GeCUiaU 1*3(110 

© The Ail Parliamentary Internet Group (APIG) will unveil its report into digital rights management at a seminar to be held at the British Library on June 5, The seminar will be led with a keynote speech by APIG chairman MP Derek Wyatt, • Napster reducedlosses m its fourth fiscal quarter, which ended on Mardi 31. while almost doubling its net revenues. Net loss from continuing opérations before income taxes totalled $93m (£4.92m), compared to $24m (£12.7111) in the same period last year. However, net revenue grew to $26.8m (E14.2m). • Secondary ticket agency Getmetickets lias been formally wound up in the High Court following a DTI investigation, • Strong growth in sales of non-food products helped Sainsbury's to a 12% increase in annual profits. • Wal-Mart bas revealed profits had fallen "slightly- at Asda for the three months to Mardi 31. Total international sales, of which Asda comprises aroimd liait rose 23% to $173bn (£91bn) for the period. Asda non-food trading director Tony Page is to join Woolworths as managing director, commercial and marketing. « A schools diploma covering music is being launched. p4 «Mobile operator 3 bas sold more than 1m downloads in the, © Creative Labs lias filed two lawsuits against Apple for applying a user interface on its MP3 players, for which Creative was awarded the patent eight months ago. O A&M is being relaunched as a UK label. p5 • Spedalist book chain Ottakar's lias rejected a second approach from HMV Group on tlie grounds that it undervalues tlie company, ® HMV is focusing on a nuilti-channel retail offer. pS 

UK acts flouHsh 
format the 2006 awards will take place at London's Hammersmith Palais, the first time that the awards have taken place outside a London hotei. ' il concert is being staged 

online poli 

ve ask: Can Thom Yorke m 

of its British Music Week in Berlin. The figures, which are based on data from Nielsen Music Contrûi, reveal that UK artists daimed 159 of Germany's top 1,000 airplay hits, with more than 420,000 plays, a 176% share, and a total audience reach of 318,400,000, or 193% audience share. © Carling Academy Glasgow lias awarded DF Concerts with its promoter of the year award after staging gigs from Morrissey, Arctic Monkeys and Richard Ashcroft 

Delavs: to play ] ight festival 
© The Delays have been added to the line-up for the Isle of Wight festival. They will play on June 11. alongside the likes of Coldplay, Richard Ashcroft 
• Napster users are being given a week-long exclusive access to the " iBrightldea. Starting today (Monday), members can listen to the album in the week prior to its officiai release and are also able to download it to compatible média players at no extra charge. ® Tlie Mobile Entertainment Forum (MEF) bas announced the shortlist of companies nominated for its 2006 Mobile Entertainment awards. The list 

• British artists accounted for a fifth of ail songs played on German radio last year, according to figures released by the BRI to coïncide with the laundi 

• Organisers of london's Somerset House live shows have announced various headlines acts, plus plans to extend the programme by five days to run from July 6 to 16. Headliners include The Divine Comedy, José Gonzalez, Robert Plant & The Strange Sensation, Damian 'Jr Gong" Marley, Corinne Bailey Rae, Elbow and Erykah Badu. ® Guns N' Roses are to play a London wami-up show for the Download festival. The band will play the Hammersmitli Apollo on June 7 
the Download Festival on June II • The full dance stage line-up for this year's Reading and Leeds festivals 
Soulwax set to headline at both sites. They will be supported with DJ sets by Headman at Reading. and Erol Alkan at Leeds. ® Rock In Rio. tlie festival fealuring performances from Red Hot Chili Féppers, Sting, Jamiroquai, Kasabian and Corinne Bailey Rae. which is taking place In Lisbon from May 26 to 27 and Juno 2 to 4, is to be broadcast live onllns by AOL & Radio TWo rolls eut music club. p6 • Die Ben & Jeny's sponsored Summer Snndao event will return for a second year in London's Clapham Common, witli headline performances from José Gonzâlez and The Wonder Stuff. ® Rajar moves nearer to eleclronic testing System, p6 
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Music Week names high-prafile partnerships under spotlight for Music & Brands conférence 

Big names line up for MW event 
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event, which hbeingstaged in Duncan Bird, Popworld chief Tlte NdwrHrita^Gdd Rush,?"^! 

edby by consumer marketing vice Music & Brands, says, "I am for thedayrespected music indus- bave changed. Another session before which prospective atten- 
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Brighton's first Great Escape gets off to flying start 

1y reported night were full, with delegates y Greati 

Scis^we,,as 

THEPLAYLIST — ~~ ESi 

h_ 

THE 
^KS 
MOVES 
ownr 
WAY i 

n 
^ j 7. i\ 

P y m % 
w EJ m 



© 'AH areas of the music industn/ have been affected By ™ ^ 
developments in digital technology, 
have felt its impact more than most - Rock f 

Government calls on industry figures to help shape 
GCSE/A-Levei standard course in music and média 

Key players to shape 

new Music Diploma 
www.creativeandmediadiploma. org through which any interested parties can visit and register 

"There is a huge gap bet\veen what our music industrj' wants and 

part of the 

is being ^Tr^m^ 

■£b=r S 

lucation and CEO Rob^Stringer^and 

A&Rmai 

isyet guided me 

in Februaiy. "EssenliaJly, we'll be direetor of A&R al Polydor in the albums they want to mahe," says working with iconic artisls who latc Eighties, he discovered Cathy Williams. "Thafs the gap in the 

artists'who'fit tfat mmdd'and 

Nifty gadgets installed 

to boost HMV sales 

their'mobnes.'lf the'y are a 



in the UK through Chris de Burgh am relocating to other James Oldham. 

A&M Records back on UK scene 

as Universal appoints A&R bosses 

ago, is 

A&R person a real identity and out- signing policy. It's got to be a to Seagram. 

Steve Knott highlights focus on multi-channel approach, in bid to push digital sales further 

HMV chief spells out new slrategy 

physSrjtaTandfr 

'T&HMVhas 
(Hb-H' Digital) businesses, Knott 

ff^?erchTs 
of many of its 

fo/custome^To orto fronTtbe physical product through physica! 



launches légal lestingoftwo Ses tcrms of a   action againstRajar newcontract January 2001 for its failure to measuremeii spécification and 
^tender for diange" to overhaul mea— opérations by200Z tcsling. announccs plans lor May200'?Rai!:. ^mTpgrak *2007. 

Radio Two's latest initiative aims to encourage audience feedback 

Listeners to hâve their say 

with launch of Music Club 
"Theideaisthatmusicisatthe In additic..,   heart of everylhing we do on Radio wffl include tracte from Coldplay TVvo. This is going to be a place on and Paul McCartneys Live and the website where listeners can go " j ,c c nvvt 1S    his show this 

er svill interview the Eagles and Tony Visconti will talk about his Cothen 

for the 

Sand 

is a way to 
fTOmïatd Gambaccfni on Motown theyhterhesa^.1611'"5 ^ ' hat Youlllfe01'10 

Unîqui mansets 

one of his first projects will be to 

TV, the internet _nd 

EH» 
to see him leave. Cole he is sony to see hin savs. "Phil hastnade a 

Rajartounveil new 

measurement System 

Émap to revîew 
stations' content 
© Emap Radio lias completed an audi- ence appraval review of its eight Magic 
work restructuring and a range of pro- gramming changes. The média giant has enjoyed success with Magic in lon- don, which has become the capltal's number one radio station in terms of reach and share. The station's "less talk, more music", strategy could be applied 

«an i irivi, naiton l-M, uiesnnc i ■■■• Diversity FM, Cheimsford Calllng, Saint FM and BRFM Bridge Radio respec^ 



Music: 
1. the art of combining vocal or instrumental 
sounds in a pleasing way; from the Greek 
mousike tekhne "art of the Muses" 

Brand: 

1. ...name, term, sign, symbol, or design, intended 
to identify the goods or services of a seller and 
differentiate them from those of competitors 

Music copyright owners and brands 
who are looking for ideas, information 
and partnership opportunities need 
search no longer. 
Through a mixture of inspirational 
keynotes, interactive panels and 
case studies, this conférence wili look 
at what opportunities are emerging, 
what the related issues are, what 
works... and what doesn't. 
Networking opportunities will bring 
together décision makers from both 
sides as well as providing the chance to 
see and hear emerging artists. 

BROUGHT TO YOU BY 

ricall music. we get it. 
BOOK THE DATE: 
Wednesday 19th July - The Landmark Hôtel, London 

RESISTER NOW: 
www.musicandbrands2006.com • 0870 6091095 

m 
Maijin Talbot t/tÊÊÊÊM Editor 020 79218348 nsultingiani niartin(g''musicweek.coni 

Matthew Tyrrell Business Development Manager 020 79218352 



As Radio One celebrates its recent Sony Awards wins, 
MW talks to the station's controlier Andy Parfitt 

'Change is very mucb 

part of the agenda' 

Rio Weekend points to multi-platform future " n..„i ,nrl p.nolo intomctive TV vin Second Ufe, Hw 

by Paul Williams 
seat in Matthew Bannister's bloody révolution of the early Nineties, Andy Parfitt hardly needs educating in the trials and tribulations of Radio One. Parfitt, who joined the network as Johnny Beerlings chief assis- tant in 1992 before becoming managing editor when Bannister was made controlier the following year, witnessed at first hand how the sudden exit of vétéran nantes such as Simon Bâtes and DUT resulted in a ratings décliné front 
1995. Despite a brief revival when Chris Evans took over the break- fast show in April that year, it was, until recently, largely a story of graduai audience décliné. Given ail that, it was hardly sur- prising the total delight - and look of général shock, too - on the face of Parfitt as he made his way onto the Grosvenor House Hôtel stage to pick up Radio One's Sony Radio Acaderay Awards UK station of the year award - incredibly, its first in the 24-year history of the event. To many, it felt like an appro- priate moment for the pop station to win this prestigious honour; in Spring 2006, it has emerged front ail the challenges, criticisms and 
than a decade to find itself looking ils healthiest in years. Despite a surprise décliné in reach within e latest Rajars, its audience 

iSB'ffl Mi'^ RADIO ACA1 
Bg'Vi'M'Ii 

RAD 

sharf at jusl 9%, the schedule looks solid, with its most successful breakfast pré- senter in Chris Moyles since the Britpop-era days of Evans and 

média coverage of the station is 
positive developments at Yalding 
We've worketl really 
hard over the pasttwo 
or three years and we 
do feel confident Andy Parfitt, Radio One 
House rather than taking delight 

Parfitt, who has been controlier 
delighted the Sony awards judges picked up on what they described 

Radio One's recent performance 

*S *r- 

as "an impressive sense of redis- covered self, allied with a confi- dence that matches the profes- sional performance of its output". The judges also said the station clearly demonstrated it under- stood its audience. "We've worked really hard over the pasttwo or three years and we do feel confident. We know our audience now better than we did before," says the controlier. Parfitt openly acknowledges the station was forced to under- take a lot of soul searching over the past few years to get itself back on track. The story of Radio One over the past two-and-half-years is a pretty clear one to everyone. There was a moment in the ebb and flow of Radio One, there was a moment of récognition we needed a new strategy and needed to do something to keep ahead and refo- cus. The press was always keen to point out Radio One had suffered a décliné in ratings and so on." What followed was the biggest overhaul of the station's schedule since those dark early Nineties days when one-time Radio One essentials such as Gary Davies and Steve Wright left the building for the last time. Parfitt notes that around 95% of the schedule has changed over the past few years, with tire daytime weekday line-up seeing the arrivais of the likes of Colin & Edith and Scott Mills and, 

ne soclety site ays Heaf. 
most significantly in ratings terms, the switchover of drivetime pré- senter Chris Moyles and breakfast host Sara Cox. Moyles was handed the breakfast show in January 2004, a move which, alongside the recruitment of Zane Lowe from Xfm in June 2003, is highlighted by Parfitt as key to the newstrategy. "The conversations with Zane Lowe, with a number of people here, about what we were trying to do with the music and the moment when Chris Moyles and I agreed he would move to breakfast, they were stand-out points," he recalls. It is no coincidence that Moyles and Lowe have been selected as the faces for Radio One's daytime and specialist coverage respective- 
station marketing on BBC TV. Between them, the pair symbolise a 2006 Radio One which can be accessible, entertaining and - cover your ears ILR - populist, but 
We were trying to 
warm up what had 
beenaslightiytoo-cool- 
for-school attitude Andy Parfitt, Radio One 
equally knowledgeable, daring and chaîlenging. Justasit has been the I show slot that has made or on Radio One down the years, has largely rested on ' " of the self-styled "sa to lead the audience revival. His part in that is évident in Rajar fig- ures for the past two years. 

When he took over breakfast at Icof? of2004>tlle station had a 7.6% share. By the following quar- ter that rose to 8.3% and, six months into his stint, Radio One's 
audience went back upaboveiom forthefirsttmte in J8 months. The around5,haS,largely held round the 10m mark since then - getting as high as 10.3m in the 
>t shpped back to 9.7m for tIfis first quarterof the year Changing the présentera one issue, but Radio Oi re^sed H had to change What we were trying i 

slightly t< 

r" Moyles 

ie also 

i up what had been a o-cool-for-school atti- , . î Parfitt. "That meant really understanding the audience much better." On an ongoing basis, regular face-to-face focus groups and other research initiatives are help- ing the station to understand what its audience wants. Listeners are also able to give feedback through the likes of emails, texls and the website. The station's specialist shows, which number around two dozen each week, have continued to underpin its public service remit and point of différence. Mean- while, its live music focus has expanded with increasing uum- bers of Radio One-branded gigs and events such as last weekend's Big Weekend in Dundee. Parfitt says he is very happy with the schedule at the moment - "It sounds as if the right people are on the bus in the right seats," he 
"If you look back at the recent his- tory of Radio One, you'll see change is very much part of the ongoing agenda." Parfitt is also ftilly aware that, despite the glory of the networks current status as' UK station of the year, there will be absolutely no room for complacency as it looks to find its place in an ever-increas- ing multi-platform, multi-dinien- sional world. Radio One is already at the forefront of technological developments at the Beeb, with the likes of weekly podeasts and increasing use of audio and video content on its website. "Our biggest challenge is fi16 
visualisation in digital," he says, pointing to Radio One-linked events such as gigs by Coldplay and Franz Ferdinand last year and the Big Weekend in Dundee, which is not just being broadeast in sound by the station, but m vision on BBC3, too. "Our audi- ence expert to hear and see Rad'0 One," he says. Radio One will no doubt have its work eut out, but Parfitt and the station are no strangers w rewriting the ride book if " 1 
necessary to succeed.    paulwgimusicweekcom 



As one of the world's leading replicators of data and information carriers, Sonopress is now offering a full 
range of professional services for the replication of memory cards. We can handle ail standard types of cards 
available on the market. Now you can benefit from experiencing and playing the content on mobile phones, 
digital caméras and navigation Systems at the highest quality available - whether it is music, games, movies 
or software. And thanks to »plug & play« you can enjoy a fuss-free feast for your eyes and ears. 

Anthony Daly ( Sales Director | Audio Business Development 
Office: 0121 502 7800 | Mobile; 07881 912 304 
Email: anthony.daly@sonopress.co.uk 
Toby Mitchell | Sales Manager | Audio Business Development 
Office: 0121 502 7800 ] Mobile: 07810 551 922 
Email: toby.mitchell@sonopress.co.uk 
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Rock is enjoying more exposure than ever thanks to the expansion of 
has played a key rôle, highlighting the campaigns of Metallica, Tnvium, H ons, Rel 

Rock bands reach ; 

the Download yem 

lt is hard to believe that when the first Monsters Of Rock festival was first staged at Castle Don- ington in 1980, despite the fact that the new wave of British heavy meta! was reaching its zénith, outside of Radio One's Friday Rock Show and regular features in the now defiinct Sounds magazine, opportunities for fans of the genre to leam about and hear their favourite bands were extremely limited. In contrast, the past few years have seen a vér- itable explosion in the varying platforms by which rock fans can gain access to music and, while ail areas of the music industry have been affected by the rapid developments in digital technology, hard rock and heavy métal have arguably felt its impact more than most. The widespread availability of music on the internet, coupled with the prolifération of digital radio and TV stations, means that the genre is receiving more mainstream exposure than ever before. One of the results has been a sea change in the nature of its fans. "The whole way that métal is presented these days has completely changed," says Roadrunner Records managing director Mark Palmer; Road- runner was one of the first métal labels to set up its own very lively and proactive website. "It's become a much less a male-dominated genre," Palmer suggests. "There's a very high percentage of females at shows and the audience has defi- nitely got a lot younger, driven down even as low as nine and 10 years old. And that has meant it has become more of a fashion and lifestyle thing, and you have to give fans much more value for money and much more choice." This was taken into account when promoters Live Nation decided to revamp, rebrand and relaunch the Donington rock festival in 2003 as Download. Whereas Monsters Of Rock (tak- ing place this year at Milton Keynes Bowl on June 3) has been largely a one-day, one-stage event, the 2006 Download event takes place over three days from June 9 to U, with three stages and a variety of non-musical attractions, including two cinémas, fïve-a-side football, Street theatre and a variety of games and activ- ities based around its 24-hour campsite focal point, The Village. The Download website has always played an Website fOf important part in the festival's succcss. When the festival naine was first announced in 2003, Live Nations Stuart Galbraith recalls, "1 got sev- - eral phone calls ftom chairmen and managing 10 SÊC directors of record companies, saying, "Wliat on Vlckle Slratc, earth do you think you're doing?', because in that Metallica ian club day and âge, record companies were squaring up président  

f 

*4 

substantial backlash from their fan base when the band sought to close it down. Despite, or per- 
Within a minute, the news is up on the 

Obviously, rite world has moved on but, because W wf ST0^056 * ' ^ DeSP;te' n * of the name Download, we always wanted to 

millions of people 

; Download, we always wanted to have a technological base. tlliu] "The whole of the Download community lica revolves around our website and, more specifi- clulT cally, its message boards and community pages. Our interactive department frequently quotes that it is the busiest festival website ' " 

than four officia] websites: the main www.metal- the password-protected www.met- for fan club members only, the live website www.livemetallica.com, where shows be downloaded a few days after they have- i Eurom. - , i — ""■""oaueu a tew days atter tney 'w anyevening you can find, on average, about 600 wv^metontour ^ ■t0-UrinS 
people on the message boards at any one timë - MdibhtT™ Which fc 
and it's actually going to act as a rôle model for Based ^ m T'î, ■ , St t0ur- •com, which features reports 

. - - le model for m other websites that we're building." One of this year's Download headliners. Metallica, had their own, veiy public ru 
„ .at Metallica's headquarters in northern MUitorma, the président of Metallica s fan club, 
thtrt ,rate'w^0 oversees the websites, reports 
presence. "Lars [Ulrich, drummer] might hang 



Feaiures are edited by Joanna Jon« 
[ne Potter examines how the internet 
eijiben and the Download Festival 

outto 

eration 

up the phone from management when a tour date is confirmed, walk upstairs and say, 'OK, let's put this on %vww.metalIica.com' and within a minute, it's up on the website for millions of peo- ple to see, she says. "A lot of times, news stories are really his brainchild; he's that involved." Meanwhile, www.metallica.com has received an average of 700,000 unique visitors per month so far this year while the band have largely been recording, but when they are more active, that figure can rise to more than 1m. ^ Strate believes that one of the raost important functions of the websites is to keep fans engaged with the band at times when they are less visi- ble, so that. last year, when Metallica were tak- ing some time off, the website was regularly updated with a sériés of wallpapers, buddy icons and logos, as well as a massive timeline history of the band, complété with setlists and archive photographs. Similarly, in the three years since the release of the band's last album, Sing The Sorrow, and leading up to the release of the follow-up, Decemberunderground, in June, US goth rock- ers API have kept their fans intrigued with a complex and enigmatic online treasure hunt. The initiative has been causing much debate on the message board of their website, not least whetber there will be a reward at the end of it. Aside from their own websites, MySpace, which is sponsoring the third stage at Download this year, gives métal bands an important inter- net presence. UK underground band Johnny Truant had more than 100,000 downloads of their lead single The Bloodening from their MySpace page prior to the release of last year's In The Library Of Horrifie Events album. Roadrunner act Trivium, meanwhile, who have enjoyed a phénoménal rise to success in the UK, boast more than 120,000 friends on their MySpace page and try to interact with them whenever they can. "We get thousands of mes- sages a day, so you try to answer as many as you can," says bassist Paolo Gregoletto. "When kids get answers back, it really surprises them and it's cool to get information direct from the band and not from someone paid by them. We might corne through a big-sized town maybe once or twice a year, but this way they can keep up with us the whole time if they want to be a part of it." Stuart Knight, who heads X-Taster, a street marketing company made up of a community of between 30,000 and 40,000 tastemaker members across the UK, believes the music industry in général has been too slow to adapt to the immediacy and direct contact that fans 
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says Brannigan. "We have ' a level of interactivity with the kids that's pretty enviable and is a r big part of our success at ! the moment." 
magazines to hit the ^ j «jj 
surprising if the métal SVSSsIfc - J 
as a resuit. In fact, the . 

i Hammer are currently being encouraged to vote, via e-mail, SMS or snall mail, in the magazine's fourth annual Golden Gods 
year, bringing its current TA ICI N& BACH ABC up to 76,000, while m* Métal Hammer saw an f "- MËXW increase of 15% on its IwœsjssiiK WJ BB year-on-year circulation, 1 JÉ equating to a 50% j î» , „o,u, 
two'years" ^ ^ PaSt 1^1 With Kerrang! ' celebrating its 25th 

, pretty much defined the 
L Golden Gods," says Ingham. "This music is about people power, so the voting mechanism needs to be about that too. In the first two i weeks, there were something like 17,500 votes polled. It's instant affirmation for a fan anniversary this year and Meta! Hammer, its 20th, ' while many competitors f M have fallen by the ' agU 

# # Vt m s being sensitive to changes ^lï f ^ in readers'tastes and 'i evolving accordingly. * ^ According to editor Paul mLJT*. '-Mm iffiÊt" - 

who's going, "That's my band and l'm going to do something about it - 
Meta! Hammer also recentty concluded a deal with MTV2 as its officiai 1 broadeast partner for its | awards, giving the 5 ceremony a massive pan- 

éditorial p'olicy rcmains 1 V ' W " 
ever was. "Kerrang!has j-i- always embraced the full i'-it,* ' Mi spectrum of rock music 1 with attitude, for want of / a better way to put it, but Jl city evil-.-- it's not just anyone with a "J J» A — 

will be broadeast in 18 countries a total of five 
Ingham points out that digital technology can help young fans to discover older bands. "If Mum and Oad are reading 

clear ideas of what a rurMietrc roar H magazine] Classic Rock Kerrang! band is, which -wt/rf user ro y a))d 0ad,s saying Led boils down as much to ,, Zeppelin is what rock's where we think they're , , . . about, the kids can coming from as the Circulation rise; magazines have evolved discover Zeppelin at the sounds they're putting same point as Kitlswitch down on the record." actually have that copy. Engage quite easily with their However, in recent years, "The latest issue, featuring iPods. They discover a song Emap has rolled out a variety Coheed & Cambria, has and they network it round of platforms under the artwork from a comic book, an peer to peer." Kerrang! brand name. "The exclusive set of trading cards. Ail of which makes the rock métal community is a very and the design of the feature magazines' task of active one," says Brannigan, was worked on hand-in-hand disseminating views and "and we're looking for the with the band, to make it look information just as essential Kerrang! brand in général to as officiai as possible, so you as it ever was, even if tliese supply ail their music needs, almost think the magazine is days it has a slightly différent which is why we've got the an extension of the band. Now, slant. "1 think magazines are website, the TV station,the that doesn't rule out éditorial more important than ever, to radio station, the MySpace comment - we make that point act as a filter for what's out page. We're trying to engage very clear - but I think people there," says Brannigan. "You with the kids from the appreciate the fact that we might have the entire world moment they wake up until take time to understand what of music at your fingertips the moment they go to bed in the band is about and what via the internet, but that's ail différent média." fans want from that band." really a tyranny of choice. So Aware that a monthly Both titles seek to use new we try to be a lot more useful magazine will always lose out média to encourage as a magazine, acting as a bit to a weekly in terms of topical interactivity with their of a user's guide. People may news and rumours, publisher readership. "At any given time, use the internet more for Chris Ingham explains Meta! there will be two or three news now, but I think they HammeKs philosophy as people from the magazine on use magazines to narrow "event publishing", in terms of our MySpace page, down the range of music its front covers. "We make it corresponding with readers that's out there and the ultimate collectible for and finding out what they point them in the 2 fans of that band, so there's want in the magazine, as well right direction - a kind A no way they can live with as the éditorial assistant of helpful big themselves unless they answering people's e-mails," brother thing." 
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are now coming to expect. "My belief is that where the music industry bas suftered over the past 10 years is that it did- n't proactively pursue people in their lifestyle space - it still waited for them to corne to the industry," he says. "When I went to see Panic! At The Disco and The Academy Is? at the Astoria recently, the records weren't ont, but the place was packed and eveiyone was singing ail the words. In the old days, that would take six months froni the release ofthe record, but ail of a sudden, it's at frenzy point six weeks before the album cornes out. That dynamic is at work, and record companies ignore it at their péril." It was with this in mind that an online cam- paign was swiftly implemented when Atlantic Records signed Funeral For A Friend, who became one of their first bands to release a stand-alone download single. One ofthe reasons for this, Atlantic's head of digital Jack Melhuish, explains, was to combat piracy. "These fans are impatient," he says. "They won't wait six weeks ffom hearing the single ou the radio to buying it. They will simply download it illegally, so we are alraost trying to reclaim that piracy space." Atlantic does this by offering spécial content incentives, such as making alternative versions of videos available with purchases of download singles, and making sure the band's website is kept up to date, to both attract new fans and retain old ones. "If you're impassioned about a band, online is the first place you go for information," says Mel- huish, "and there's nothing worse lhan going to a band's website and finding the news was last updated four months ago. To a young music fan, that's the kiss of death." Increasingly, online marketing is having an important part to play in any campaign. After sjgning Hundred Reasons, V2 set up a Singles Club, through which fans received exclusive tracks, originally as CDs but now as downloads, which are bundled with tracks frora unsigned bands that Hundred Reasons want to support. This helped the label to build up a mailing list of around 25,000 in the UK. The band write a blog, which is constantly being updated, to maintain contact with their fans, offer free downloadable videos and organise secret gigs, selling tickets direct through the site. "I would rather Hundred Reasons fans find out about a new single or exclusive B-sidcs or a tour first direct from the band, rather than read- 

valuable online 
updated blog 

intemet-fuelled 

ing about it in any magazine or hearing about it Hundred on any TV show," says V2 head of marketing Jason Rackham. "I think that's totally crucial." Albert Productions head of international preseneewith A&R, James Cassidy, reports that as far back as regularly Mardi 2004, their UK signing Breed 77 had an applet pop-up, created by Third Space Media, on its website, offering a mobile menu of down- download club loads including artwork packshots, logos, true tones, polyphonie ring tones and 30-second video clips. "Through proactive marketing initiatives, we Reuben: built up a Breed 77 SMS database and, prior to ail releases, we ofîered them free mobile down- load information the week before and week of sold-out gig release of product," says Cassidy. "We believe that this coupled with the X-Taster street mar- keting were the two online key drivers which supported live touring and resulted in Breed 77 having a Top 40 single and going on to sell 25,000 albums." But it is not only signed British bands that benefit from digital technology; it can also be a lifeline to bands who find themselves between deals. With their deal with Xtra Mile having recent- ly expired, Reuben nevertheless sold out a head- line show at London's Mean Fiddler without press or advertising and are playing on Down- load's Gibson/MySpace stage before headliner Killing Joke on June 10. 'At the time we played the Mean Fiddler, we were technically unsigned and we didn't have a release, so it was a completely stand-alone gig," says manager Bamey Jeavons, "but it was sold out and an awful lot of that was due to the inter- net. It's a very exciting time for us and I think the whole new média thing is quite a big part of that." Nor is it just the young bands who are benefit- ing. Thunder, who play at the Monsters Of Rock in June, actually split up in 2000. Vocalist Danny Bowes went into production management for Channel Fly and was then involved in setting up Dave Stewart's short-lived label Artist Network. When Thunder were persuaded to reform in 2002 to take part in a Monsters Of Rock tour, he used the experience he'd gained in e-commerce and label management to market a new EP from the band online. Demand was so strong that the band got back together on a more permanent basis and now sell their own product through a combination of website and retail. "I don't see there being any limits as to how far 

we can go with this," Bowes comments. "At the moment, we've got download partners, but I'm looking at a way to keep that in-house eventual- ly so that by the time we launch the next album, w'e'll be in complété control over every aspect of the whole shebang. ' While there is no doubt the internet is playing a vital rôle in promoting the careers of many British bands within the rock scene, some warn there lias to be some kind of filter. "Just because you could release everything that you did doesn't mean that you should, because at the end of the day, if you want to play record company, you should behave responsibly" cautions Bowes. "I'm very, very aware that if you keep going back to the well, maybe one day the water isn't going to be there." V2's Jason Rackham also warns against taking the fans for granted. "You have to be very careful when you're talking direct to fans that you're not being manipulative; you have to treat them with a little respect. Kids aren't stupid." And despite the fact that X-Taster offers oppor- tunities to meet bands as an incentive to its mem- bers, Stuart Knight feels it is very important that these are handled correctly. "I think there is a danger that if you give people too much access, you break the mystique," says Knight. "So that's why we do things like soundcheck parties as something that members have either won or because they've done something theyTe proud of. It's spécial, not everyone can go." Handled properly though, digital technology is proving to be an enormously helpful tool in both breaking and maintaining the success of today's heavy métal acts. In the early days of the Monsters Of Rock fes- tival at Donington, when few média outlets for heavy métal existed, word of mouth was crucial- ly important in creating a buzz about a band. With the advent of the internet, that buzz can now assume global proportions within a matter ofhours. 
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Lib Dem support for Extend The Term! should spark the beginning of next stag^n campaign 

'Use or lose' should spark debate 

EDITORIAL 
MARTIN TALBOT 

"Use it or lose it". We have heard a lot of this phrase in recent months. And, if the Lib Dems' statements last week are any guide, it is not going to go away any time soon. The Lib Dems' support for Extend The Term! is great news. With the Tories already confirmed sup- porters and the CEI coming on board too, the main argument appears to be being won. But it does not mean that the debate is over. The caveat which accompanies the Lib Dems' sup- port is dismissed by some as "sloganeering" - grab- bing a catchy phrase without truly thinking through the issues. That is as maybe - politics is an oppor- tunistic business, after ail - but this should not obscure the validity of some of the arguments which the Lib Dems make. It certainly should not hide the need for a debate. Once term of copyright ownership is clarified, a fur- ther root-and-branch examination of how that own- ership is managed in a new digital environment is unavoidable. The industry lias asked the Government to take a view on copyright term; it cannot expect it to turn a blind eye to any anomalies of the structure within which it sits. 

Across the business, there is not a whole lot of con- sensus. The EPI, Aim, the Musicians Union and the Music Managers Forum have ail reached a position, some in favour of a form of "use it or lose it", some against. But, just as their internai debates have helped them make their minds up on the issue, so the wider indus- try needs to engage in a wider discussion. Ownership of music rights is, after ail, not as eut and dried as ownership of any other commodity. Every piece of music is made up of many rights, with many creators, who have an emotional attachment, and an ongoing commercial interest, in what they create. In reality, "use it or lose it" may not be such a big deal. Clauses to such effect lie in many artist contracts already - ail that is being advocated is a structured approach to such an issue, which gives the same right to any artist, big and powerful, small and weak. But, whatever your view, the time is certainly approaching for the music business to tackle the issue head on and bring the arguments out into the open. No-one should have anything to fear of a further examination of copyright. It might just résolve some of its inequities once and for ail. 

Music's value is dîminished 

if it is sîmply a commodity 
VIEWPOINT 
SCOTT COHEN 

TW 

As the Ivors enters into its second half-century, it continues to recog- nise what it did in its very first event in 1955, that is across a broad range of genres of music, honour and reward songwriters - tire peo- ple who were, are and always will be the lîfeblood of this business. Creators and their creativity. The world turns. So has not much changed in the intervening years? Well, of course everything has. Technology to make music, technology to deliver music, média, formats, people and music consumption, record labels 
Digital delivery opens 
up genres to audiences 
previously denied them 
and publishing companies... Of course, it's good that more music gets consumed than ever before. But, as that process happens, companies (and even trade associ- ations) get involved in the music- dispensing paradigm, inevitably more - and oflen conflicting - agendas come into play. Diminu- tion of music's value sets in if music just becomes commoditised. Writcrs and their works must be nurtured and the plethora of 

organisations and players need to understand that this process is a unique skill-set from a front-end créative point-of-view as well as a back-end légal, rights administra- tion, marketing and technical one. Companies such as The Orchard are a home to labels and artists and 

ways that would have been incon- ceivablc in 1955. The "most streamed song", the "most success- ful ringtone", the "most used song in a game"; these are ail catégories that will come within the remit of the Ivors well before 2056. Much has been written of the "long tail" effect, but digital deliv- ery opens up genres to audiences previously denied them. It seems quaint now to look back at some of the catégories in that first Ivors - "outstanding concert ballad" and "outstanding swing composition" being just two. Not only are these songs available again, but that nevv-found availability will influ- ence new, young writers. Any bet- ting for an "outstanding swing composition" category in the 2007 Ivors? The world turns.  

What does MTV need to do 
to challenge Apple's ITunes? 

What does MTV need to d its newly-launched Urge download store if it is to challenge the might of Apple's iTunes? 
Dan Heaf, Radio One "If MTV really wants to compete in this market it needs a product the majority of users can use. Urge only mns on XP, it offers no support of MacOS or Windows 2000, Assuming they can cross this boundary, they're still up against the iPod - the dominant music player in the market is not supported. Rnally, I can't see how this product differentiates itself from the compétition. However, don't write it off. In the midi to Bg-term a powerful youth brand like MTV may be able to build on a platform like this to become a digital média hub for young people." Mark Findlay, Capital Radio ~ "MTV's Urge store faces a massive challenge toovercome the might of iTunes. Its task will be to motivate its """"■5, loyal, young audience of music fans from ac its network of nd encourage them tu check out what Urge has to offer. This group of music lovera will demand value for money.r and maximum choice. If it is to succeed, then MTV needs to use il 
strongrelationships with the mus industry and be able to offer its m 

Russell Coultart Digital Stores "They need to twist Steve Jobs' arm until he agréés to open up his DRM System, Other than that, they need to get into bed with a hardware 
that destroys the iPod"P 

"MTV are going to have a tough job on their hands. They're just another new brand entering the digital music industry with nothing new to offer, and they're going to have the same inter-operability issues and DRM issues, They're going to have to rely on much more than just their brand name. Unless they come up with some incredibly sexy new digital player, it's going to be incredibly hard for them."  Rupert Leigh, Channelfly "1 would make it interactive with MTV TV shows, so users can press their red button on the TV remote, which would facilitate a download straight to their PC and, ideally, to their mobile. And il would also instantly qualify for a chart position. MTV should also run exclusives so that their live shows instantly become available for download" Cari Stroud, The Star "Price their downloads competitivcly and try and undercut Apple. They should need a good récognition engine and a tie in with exclusives with live events and make them a focus by offering a well-produced package." 
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